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Advertising has long been known as one of the major reasons for consumers’ buying decision. Aside from advertising, buying 
decisions can be influenced by other indirect elements from the mass media. There have been studies in the past about tourism 
management and advertisement of tourism products in order to influence the decision making of potential tourists. However, 
very limited articles can be found that investigate the impact of contents from mass media on the consumers’ decision making. 
This article investigates the impact of non-advertisement contents from mass media on the tourists’ choice of destination. 
Samples were gathered from 188 consumers and analyzed whether the tourism contents on mass media affect their choice of 
holiday destination. This study categorized the media into 3: Internet, Print Media, and Television. Data were processed with 
SPSS, and a test was performed for R (correlation) and R Square (Impact) of non-advertising media contents on the tourist’s 
choice of destination. This resulted in R at 0.695, and R Square at 0.483. The research also analyzed each individual media 
group's impact, which resulted at 0.583 for the Internet, 0.436 for the newspaper, and 0.592 for television. 
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1. INTRODUCTION 
 
The tourism industry is getting more and more important 
for many countries. When natural resources can no longer 
be the sole sources of income, many countries will turn to 
tourism. The increasing trend of tourism worldwide has 
driven many countries and tourism organizations to promote 
its destinations to the tourists.  
Advertising – in particular above the line- has long 
been known as one of the main tools of promotion. 
This activity involves usually a large sum of financial 
resources. Below the line is also nowadays not 
considered as cheap, especially considering the reach 
might not be as wide as above the line activities.  
Spending in tourism activities for consumers usually 
involving a relatively large amount of their personal 
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budgets, therefore most consumers are unlikely to 
spend their budgets for holiday based on merely an 
impulsive. buying. They will dig deep, and try to find 
more information from whatever source they can.  
Competition in attracting tourists is getting tight, with 
many countries spending budgets to advertise their 
destinations in foreign media and events. Policies are also 
amended; with some countries loosen the regulations on the 
visa in order to attract more tourists. As competition grows, 
institutions need to find more effective and efficient ways in 
promoting its destinations.  
There have been many tourism information sources 
available for potential tourists, such as programs on 
television (sponsored or not), individual online tourism 
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blogs, posting on social media, etc. These are 
“indirect marketing” toward the destination, albeit it 
might not always be positive and were not always 
done by the party of interest.  
Consumers also get an impression and gather 
information from certain destinations through the indirect 
marketing of “built-in” messages (it could be sponsored or 
not) . For example, motion picture Sex and The City 2 (2010) 
explicitly having a built-in promotional message of Abu Dhabi 
as tourism destination; James Bond always wears Omega 
watch in each movie; Eat Pray Love novel and movies 
clearly displaying destinations of India, Italy and Bali; not to 
mention a huge number of songs, novels and television 
programs that has tourism destination as its background. 
 
This research analyzes the influence of indirect 
promotion (both sponsored and not sponsored) 
through information from media toward the tourist’s 
choice of destinations.  
Section 2 of this paper is a literature review 
regarding previous findings on tourism and indirect 
marketing studies. Section 3 discusses the 
methodology of this research. Section 4 explains our 
findings and discussion of our research. And section 
5 will be the conclusion of the research. 
 
2. LITERATURE REVIEW 
 
Studies have been conducted about how media 
influences people. It influences behavior in many aspects, 
including the spending behavior. The most commonly 
acknowledged relationship between media and consumers is 
about how advertisement influences consumers' buying 
decision. But the impact of media on consumers may not 
only be limited only to the advertising, in particular, the 
above-the-line campaign activities.  
Media has impacts on people’s behavior. It influences 
people in many ways. Bushman and Whitaker (2012) 
suggest that people can imitate behaviors they find in the 
media in the short term (through priming and mimicry), and 
in the long term, they may copy the behavior they learn from 
media models through performing an observational learning. 
Certain behaviors, opinion or way of thinking of people are 
greatly influenced by the media that they consume on a daily 
basis.  
Media can also influence perception, and in turn, 
influences action or behavior. Tong (2013) studied 
the impact of media with regards to the changes in 
IPO share price on a listing day. It showed that IPO 
share price on a listing day was significantly affected 
by the media tones. Shares that receive positive 
coverage from significantly respected media are 
most likely to have increased in price.  
The influences spread by the media in the context of this 
article will be on the consumers’ buying decision. In the 
tourism industry, media may influence potential tourists in 
deciding their choice of destinations. The choice of 
destinations is often made based on the perception or 
attitudes toward the destination, which 
 
cognitively and emotionally influenced by the contents 
that they watch, read, hear or see in the media. 
Recent studies have presented their findings with 
regards to the above. Kim et. al. (2017) suggest that 
certain content cues and web page design as a non-
content cue are positively related with cognitive and 
emotional images.  
The image is a significant aspect in influencing 
tourists’ decision on a certain destination. Souiden 
et. al (2017) investigates the impact of the image of 
a destination on tourists’ attitudes and visiting 
intention. The research shows that the image of a 
destination serves as an antecedent toward the 
destination image, which eventually directly affecting 
the individual’s attitude toward a destination.  
Potential tourists tend to have certain like or dislike 
toward some destinations, which are influenced by 
many aspects, including from the information they 
gather through the consumption of media. As 
favorability will likely to have a positive impact, tourists’ 
animosity toward a certain destination will impact the 
intention to visit a certain destination, as shown by 
research performed by Sanchez et. al (2016).  
This research will complement other findings in the 
enrichment of understanding toward another antecedent that 
is affecting the customers’ buying behavior. In the context of 
this research, the tourism contents in the media are 
considered as the antecedent, and buying behavior refers to 
the tourists’ choice of destination. 
 
3. METHODOLOGY 
 
Samples were gathered by convenience 
sampling, which specifies subject to be researched 
by drawing a random sample directly from the 
population (Sekaran, 2013). This research involved 
188 respondents in Jakarta, Indonesia.  
The non-advertising media contents were categorized into 
three categories in terms of the media platforms: First; 
Internet (which includes online articles, social media, and 
online videos). Second; Print media (newspaper, magazine, 
etc), and the third is television. These are the sources of 
media in which were analyzed with regards to where the 
respondents get the tourism contents from.  
Reliability and validity tests were also performed 
for the result gathered in this sampling process.  
Finally, to analyze the correlation and impact, 
ANOVA test was performed. The software used in 
this test was SPSS.  
The variables were identified as X1 (The 
Internet), X2 (Print media) and X3 (Television) and 
the tests on the impact of the variables on TV was 
run, as individual variables and combined variables. 
Below is the framework of this study: 
 
 
 
The  
Internet 
 
 
 
Print Choice of 
Media Destination 
 
 
 
 
TV 
 
 
Coefficientsa  
  Unstandardized Standardized   
  Coefficients Coefficients   
Std.  
Model  B Error Beta t Sig.
1 (Constant) .368 1.141  .322 .748
Internet .184 .044 .295 4.145 .000
Print_Media .319 .130 .159 2.454 .015
Television .470 .069 .409 6.768 .000 
a. Dependent Variable: Choice_of_Destination  
Table 2. ANOVA Significance test (variable) 
 
 
 
4. FINDINGS AND DISCUSSION 
 
First, an analysis of validity to filter qualified 
indicators was performed. Data examination by 
SPSS showed there were 18 indicators that pass the 
validity tests (more than 0.3).  
The reliability test was also performed, with the 
result of Cronbach’s Alpha of 0.746, which passed 
the minimum score of 0.6 to be classified as reliable.  
ANOVA Tests was run to analyze the significance 
of the combined variables (all media) on the choice 
of destination, and below is the result. 
 
Table 1. ANOVA Significance test  (combined) 
 
 
ANOVAb 
  Sum of  Mean   
Model Squares df Square F Sig.
1 Reg. 752.117 3 250.706 57.39 .000a
     2  
 Residual 803.771 184 4.368   
 Total 1555.888 187     
a. Predictors: (Constant), Internet, print_media, television  
 
b. Dependent Variable: choice_of_destination  
 
 
 
 
The result from the table above shows that it is very 
significant with the score of 0.000 (much below 0.05). 
 
Next, significance test was run for each individual 
variable, which show significance for all individual 
variables. 
 
 
3 
 
 
 
 
Mean Analysis 
 
In 95 % Confidence Interval for Mean of i3 
(information from media influences me in choosing 
holiday destinations), the result is 4,03 (lower bound 
3.90 and upper bound 4.15). The estimated mean is 
between the intervals of 3.9 to 4.15, which means 
with the confidence level of 95% the respondents 
agree with the statement.  
Mean of i5 (I choose a holiday destination after watching 
a movie about it) is 3.55 (lower bound 3.4 and upper bound 
3.69). The estimated mean is between the intervals of 3.4 to 
3.69, which means with the confidence level of 95% the 
respondents agree with the statement.  
Mean of i6 (I choose holiday destination after 
seeing postings on social media) is 3.63 (lower 
bound 3.47 and upper bound 3.79). The estimated 
mean is between the intervals of 3.47 to 3.79, which 
means with the confidence level of 95% the 
respondents agree with the statement.  
Mean of i7 (I choose holiday destination after 
reading articles on the Internet) is 3.67 (lower bound 
3.53 and upper bound 3.81). The estimated mean is 
between the intervals of 3.53 to 3.81, which means 
with the confidence level of 95% the respondents 
agree with the statement.  
Mean of i8 (I choose holiday destination after 
watching a TV show) is 3.68 (lower bound 3.54 and 
upper bound 3.83). The estimated mean is between 
the intervals of 3.54 to 3.83, which means with the 
confidence level of 95% the respondents agree with 
the statement.  
Mean of i9 (I know a holiday destination through 
newspaper or magazine) is 3.43 (lower bound 3.29 
and upper bound 3.57). The estimated mean is 
between the intervals of 3.54 to 3.83, which means 
with the confidence level of 95% the respondents 
agree with the statement. 
Mean of i10 (I know a holiday destination through 
the tourism articles on the Internet) is 4.12 (lower 
bound 4.02 and upper bound 4.22). The estimated 
mean is between the intervals of 4.02 to 4.22, which 
means with the confidence level of 95% the 
respondents agree with the statement.  
Mean of i11 (I know a holiday destination through the 
tourism show on TV) is 4.00 (lower bound 3.89 and upper 
bound 4.11). The estimated mean is between the intervals of 
3.89 to 4.11, which means with the confidence level of 95% 
the respondents agree with the statement.  
Mean of i13 (I choose my holiday destination 
through information sources from the Internet) is 
3.93 (lower bound 3.80 and upper bound 4.05). The 
estimated mean is between the intervals of 3.80 to 
4.05, which means with the confidence level of 95% 
the respondents agree with the statement.  
Mean of i14 (Tourism programs on TV influences 
me in choosing my holiday destination) is 3.79 
(lower bound 3.64 and upper bound 3.93). The 
estimated mean is between the intervals of 3.64 to 
3.93, which means with the confidence level of 95% 
the respondents agree with the statement.  
Mean of i15 (Postings on social media influences 
me in choosing holiday destination) is 3.86 (lower 
bound 3.72 and upper bound 4.00). This shows that 
people are influenced by the social media in 
choosing their holiday destinations.  
Mean of i16 (I believe novels, films, and songs influence 
people in choosing holiday destinations) is 3.59 (lower bound 
3.43 and upper bound 3.75). This means the respondents 
believe that descriptions about places mentioned in movies, 
songs or novels influence them in choosing those places as 
their holiday destination.  
Mean of i18 (I believe tourism topics on the Internet 
describe accurate information of the holiday destinations) is 
3.69 (lower bound 3.56 and upper bound 3.83). The 
estimated mean is between the intervals of 3.56 to 3.83, 
which means with the confidence level of 95% the 
respondents agree with the statement.  
Mean of i19 (I believe tourism programs on TV describe 
accurate information of the holiday destinations) is 3.84 
(lower bound 3.70 and upper bound 3.97). The estimated 
mean is between the intervals of 3.70 to 3.97, which means 
with the confidence level of 95% the respondents agree with 
the statement.  
Mean of i20 (I believe postings on social media describe 
accurate information of the holiday destinations) is 3.77 
(lower bound 3.64 and upper bound 3.90). The estimated 
mean is between the intervals of 3.64 to 3.90, which means 
with the confidence level of 95% the respondents agree with 
the statement.  
Mean of i22 (I trust the articles on tourism on the 
Internet more than the tourism ads on the Internet) is 
3.57 (lower bound 3.42 and upper bound 3.72). The 
estimated mean is between the intervals of 3.42 to 
3.72, which means with the confidence level of 95% 
the respondents agree with the statement. 
Mean of i23 (I trust social media postings on 
holiday destinations more than the ads on media) is 
3.54 (lower bound 3.38 and upper bound 3.69). The 
estimated mean is between the intervals of 3.38 to 
3.69, which means with the confidence level of 95% 
the respondents agree with the statement.  
Mean of i24 (I trust tourism articles on newspapers or 
magazine more than the tourism ads on newspaper or 
magazines.) is 3.54 (lower bound 3.38 and upper bound 
3.69). The estimated mean is between the intervals of 
3.38 to 3.69, which means with the confidence level of 
95% the respondents agree with the statement. 
 
Correlation and Impact Analysis  
The next step of this study, we performed the 
test of correlation (R) and impact (R square) for 
combined variables and each individual variable, 
shown in table 3 and 4. 
 
Table 3. Combined impact 
 
Model Summary  
   Adjusted Std. Error of the
Model R R Square R Square Estimate
1 .695a .483 .475 2.09005
 
a. Predictors: (Constant), Internet, Print_Media, Television 
 
 
 
Table 4. Inter-item correlation matrix 
 
 Internet Print Media Television Choice   of
    Destination
Internet 1.000 .575 .480 .583
Print Media .575 1.000 .264 .436
Television .480 .264 1.000 .592
Choice   of .583 .436 .592 1.000
Destination     
 
 
With coefficient correlation (R) is 0.695 and 
coefficient of determination (R Square) is 0.483, It 
means that the impact of non–advertising mass media 
tourism contents (internet, print media, and television) 
on tourists’ choice of destination is 0.483, and the other 
factors contribute to the choice of destination (budgets, 
schedule, uniqueness, etc) is 0.517.  
We also performed (as well the the impact of all three 
groups of media) test of the impact of an individual group of 
media toward the tourists' choice of destination. The R 
Square for Internet showed the score of 0.583; Print media 
showed the score of 0.436, and Television is 0.592.  
Significance test was performed with ANOVA 
analysis that showed the P value as 0.000 (it means 
significant as the score is below 0.05). 
 
The Regression Equation is shown as below:  
Y = 0.368 + 0.184 X1 + 0.319 X2 + 0.470 X3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The above diagram shows that this research is 
within the normal curve. 
 
5. CONCLUSIONS AND IMPLICATIONS   
Conclusions can be drawn from the results shown by   
SPSS:  
First: The media contents do have the impact on the 
tourists' decision in choosing their holiday 
destinations. While the result of 0.483 does not 
exceed 0.5, it still can be considered a significant 
result for an individual variable.  
Second: Individual group of media (Internet, 
newspaper, and television) impact analysis showed 
that Internet and Television provide best impacts, 
with the score of 0.583 and 5.92 respectively (while 
the newspaper is relatively lower at 0.436.  
Third: The companies, government institutions or 
organizations wish to promote their destination can 
consider using the nondirect way of promotion rather 
than the direct above the line methods which usually 
are costly. There will be further research needed to 
confirm, however it is fair to assume now that the 
non-advertising contents will be much more cost 
efficient compared to the above the line advertising.  
Implications of this study in the tourism industry can be 
enlightening. We argue implications as followed; First, 
companies, government institutions or organizations looking 
to promote their destination can focus more on the method 
suggested in this research as it will be much more cost-
efficient. Second, while the result showed that score for 
television impact is the highest, it may not represent value for 
money. Internet scored slightly below television in terms of 
impact, but (subject to further study) it is fair to assume that it 
will represent more value for money compared to television, 
or at least it is safe to 
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assume that those with a lower budget can choose the 
Internet for maximum impact. Third, companies, institutions, 
and organizations must begin considering making this "non-
advertisement" as a priority. While "contents" in this study 
refers to non-sponsored content, however, the conclusions 
and implications remain that things considered as "neutral" 
review, coverage or postings are more likely to be trusted by 
target consumer compared to hard-sale advertisement 
(when it comes to delivering a message to the potential 
consumers).  
Fourth: While reviews from consumers are not 
specifically investigated in this research, it can be 
considered as one of the contents people absorbed 
when collecting information about a destination. 
Previous studies have been done in the past about 
the impact of consumer reviews on the perception of 
a product, intention, etc. 
Fifth: Built-in advertising can be considered as one 
of the options. People do get attracted to destinations 
that they watch in the movies, listen in the songs or 
read in the novels. Further studies about this would be 
an insightful subject. While there should be discussions 
about the types of contents to be built-in, cost-efficient 
issues and certain other aspects such as the image of 
the product compared to the contents, there is 
evidence that built-in may provide significant impact. 
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